ABSTRACT
INTRODUCTION
arketing is currently regarded as an essential set of principles and practices which are necessary in order to attract and retain customers. Furthermore, strategic marketing communication is imperative for the successful implementation of projects of developmental corporations. Developmental corporations are faced with situations where it is necessary to meet their customers' (i.e. SMMEs) needs satisfactorily and to help create competitive advantageous that will ensure the long-term survival of the SMMEs they are supporting (Fadahunsi & Pelser, 2013) . This study was aimed at determining whether effective strategic marketing communication exists between the North West Development Corporation (NWDC) and all their registered Small, Medium and Micro Enterprises (SMMEs) in the North West Province. The NWDC in the North West Province of South Africa, has its head office situated in Mafikeng and is primarily there to foster SMME business development. The Corporation operates within all four regions of the North West Province namely Ngaka Modiri Molema region, Dr Ruth Mompati region, Bojanala region and Dr Kenneth Kaunda region (NWDC, 2010).
According to Fohtung, Fongwa, Stanley, Molem, Okezie, Oneal & Idoku. (2012), SMMEs are being perceived as clients rather than beneficiaries of support services, hence there is a very low level of awareness by SMMEs regarding the various support services that are available for them. "Creating the channels for effective collaboration between stakeholders is essential as many Development Agencies and related partners can often become overwhelmed by their workloads, leaving little time for communication" (Mountford, 2009) .
A brand should represent what an organisation is about (company personality) or has to offer. Beukes, Prinsloo & Pelser, (2013) states that a brand is a sign of identification, the label which differentiates the product from the competitors. A strong brand is a business asset and delivers outstanding benefits. It commands a premium price and makes marketing more efficient. Wood (2000) continues to define a brand as a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors.
Thus, the NWDC brand has to be communicated to all SMMEs (registered and non-registered) for them to be aware of how they can benefit from it.
Brand Identity
Capon and Hulbert (2007) define brand identity as the associations an organisation wants people to hold about its brand. Iacobucci (2012) states that regardless of the quantity of information inherent in the brand name when it is introduced to the market place, brand name meaning is built over time through the firm's communications to customers. The marketer educates customers about the meaning of the brand as well as its logos and symbols. Just as the brand name engages the customers verbally, the logos and packaging colours engage the customers visually and sensually (Beukes et al., 2013) .
Understanding brand meaning involves understanding the symbolism and associations that create brand image, the mental impression consumers construct for a product. The richness of the brand image determines the quality of the relationship and the strength of the associations and emotional connections that link a customer to a brand (Prinsloo, et al., 2014) . Branding should be the cornerstone of the NWDC's marketing efforts toward SMMEs in the relevant region or regions.
Small, Medium and Micro Enterprises (SMMEs)
SMMEs exist in many economies. SMMEs are universally acknowledged as the driving force of economies in both developed and developing nations (Fadahunsi & Pelser, 2013) . According to Biekpe (2011) the role of SMMEs in the economy is to increase productivity, create employment especially for unskilled labour, and help reduce poverty.
Nieman, Hough & Nieuwenhuizen (2004) define a small business as one that is independently owned and operated, but is not dominant in its field and does not engage in any new marketing or innovative practices. The label 'small business' is attributed to businesses that meet the following criteria:
"Financing of the business is supplied by one individual or a small group of individuals; apart from its marketing function, the business operations are geographically restricted; compared to the bigger firms in the industry, the business is small and the number of employees in the business is usually less than 100." -Longnecker, Moore & Petty, 2005:14.

Survivalist Enterprises -which operate in the informal sector of the economy, mainly undertaken by unemployed persons whose income is generated below the poverty line, providing minimum means to keep the unemployed and their families alive. Little capital is invested with not much assets, neither is there much training. Opportunities for growing these businesses are very small.  Micro Enterprises -there are between one to five employees, usually the owner and family. They are informal with no license, formal business premises, or labour legislation. Turnover is below the VAT registration level of R300 000 per year. The owner has basic business skills and training and the business has the potential to make the transition to a viable formal small business.  Very Small Enterprise -is part of the formal economy with the use of technology and has less than 10 paid employees. Includes self-employed artisans (electricians, plumbers) and professionals.  Small Enterprise -as less than 100 employees. It is more established than very small enterprises. It is formal and registered, with fixed business premises. Owner manages, but has a more complex management structure.  Medium Enterprise -as up to 200 employees and still mainly owner managed, but has a decentralised management structure with division of labour. It operates from fixed premises with all formal requirements.
PROBLEM STATEMENT
The NWDC, previously known as the Bophuthatswana National Development Corporation (BNDC), was established and owned by the former Republic of Bophuthatswana as its economic development agency. The The objective of the marketing of the NWDC brand is to expand the NWDC corporate brand within the North West Province, which includes businesses, industry and the public, as well as to create an awareness of the NWDC amongst potential investors outside of the North West Province (NWDC, 2012).
Strategic marketing communication is imperative for implementation of the projects at NWDC. Business development in the North West Province, however, seems to be hampered by the lack of effective marketing communication from the NWDC regarding its support services and the lack of feedback from the registered SMMEs regarding their satisfaction with services rendered.
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RESEARCH OBJECTIVES & QUESTIONS
The research objectives are as follows: To what extent are the SMMEs aware of the NWDC's marketing support services? 3.
How can the NWDC effectively use marketing communication?
RESEARCH METHODOLOGY
The empirical focus was in the Ngaka Modiri Molema region since it encapsulates the capital city of the Province and has the highest population of registered SMME. The study adopted qualitative and quantitative research approaches (mixed method). A mixed method approach was advantageous in the sense that it enabled the researcher to simultaneously answer confirmatory and exploratory questions therefore verifying and generating theory in the same study (Tashakkori & Teddlie, 2003) , hence qualitative and quantitative data was collected, and the research was explorative in nature. The purpose of the qualitative approach in this research was to explore the support services and the levels of communication that are offered by NWDC.
The population (N=140) consisted of all registered SMMEs on the current database. 108 SMMEs (convenience sampling) constituted the sample (n) for the study using a 0.05 margin of error. The population for this study comprised all the SMMEs in the Mafikeng and Zeerust areas (77 and 63 respectively) that are registered with NWDC and have their business in the current NWDC industrial sites. The participants (SMMEs) also had to show an interest or willingness to participate in the study. The non-probability sampling type was appropriate for this study as the convenience sampling method was adopted, based on the availability of SMMEs (n=82).
For this study a list of all SMMEs registered with NWDC in Mafikeng and Zeerust (Lehurutse and Motswedi village) was retrieved from the NWDC database and this constituted the population. Data was collected at the NWDC offices in Mafikeng. Two officials from the NWDC head office in Mafikeng and one official from the NWDC Regional Office in Mafikeng were interviewed. Questions for the interviews were divided into three themes: For the quantitative part of the study, semi-structured interviews were conducted by the researcher in order to gather information about the support services that the North West Development Corporation offers. A list of perceptual attributes of the NWDC was identified from the interviews held with the employees of NWDC. The questionnaire was thereafter developed in a way that SMMEs had to indicate their level of awareness with regards to the support services offered by NWDC. The questionnaire comprised Section A that had demographics and personal data. Section B required business data information. Section C consisted of questions that focused on the awareness of support services and communication levels and was divided into Parts A and B. Participants were asked to answer Part A according to a 5 point Likert scale. Part B had two closed questions.
The study compared the analysis of SMME data with the analysis of NWDC employee data. The very same questionnaire was distributed to a sample of NWDC employees working with SMMEs in order to rate the services Table 1 , "a vibrant SMME sector is crucial for South Africa's economic growth, industrial development and job creation" indicated the largest mean of 3.90 (rounded up to 4) which shows that the SMMEs are in agreement with this statement because 4 in the Likert scale coding indicates "agree". Statement 5 (b) in Table  1 , "exhibitions" indicated the lowest mean of 2.21 (rounded down to 2) which shows that SMMEs disagree that they have a comprehensive awareness of NWDC's training to SMME's by presenting programmes such as exhibitions and 2, according to the Likert scale coding, indicates "disagree". In aggregate the items in the Likert scale obtained an average of 2.60. Therefore with regards to awareness of support services and communication levels the SMMEs indicated that they are unsure. This is arrived at after rounding 2.60 up to 3 and according to the Likert scale coding 3 indicates an "unsure" response.
The Likert scale standard deviation of 0.96 was obtained (Table 1) . Therefore with regards to awareness of support services and communication levels, the SMME responses are almost the same or identical concerning their awareness of NWDCs support services. It indicates that the scores are closely clustered around the mean. The average responses (see Figure 2 ) in terms of percentages on awareness of support services and communication levels indicated that 35.61% of the SMMEs disagree that they are aware of support services offered by NWDC. 3.25% of the SMMEs strongly agree that they are aware of the support services offered by NWDC. This indicates that SMMEs are uninformed about NWDCs support services.
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Figure 2: Views on Awareness of Support Services and Communication Levels
To conclude this section, 85.37% of the SMMEs indicated that workshops and exhibitions are never held. 1.22% of the SMMEs indicated that workshops and exhibitions are held twice a month. It seems that the majority of the SMMEs have not attended any workshops or exhibitions held by NWDC. 43.90% of SMMEs indicated that the NWDC communicates with them once a month by site visits regarding SMME queries and progress. 1.22% of the SMMEs indicated that NWDC communicated with them 4-6 times a month by site visits. Finally, there was a 43.9% -39.02% split between SMMEs that indicated "once a month" and SMMEs that indicated "never".
Test of Significance
The Spearman's rank correlation was used to analyse perceptions between age category and views of SMMEs on awareness of support services and communication levels (see Table 2 ). Since the p-values of 0.035 and 0.010 are less than a level of significance of 0.050, the correlation between age category and views of SMMEs on awareness of support services and communication levels is significant. Positive correlation coefficients (r = 0.234 and 0.285) imply that older SMMEs tend to agree with the items listed in Table 2 , whereas younger SMMEs tend to disagree. 
Factor Analysis
Principal factors extraction with varimax rotation was performed on 30 items from a sample of 82 SMMEs. Principal components extraction was used prior to principal factors extraction to estimate number of factors, presence of outliers, absence of multicollinearity and factorability of the correlation matrices. Thereafter the "varimax rotation method" was used to detect factors each of which is related to few variables. The first factor solution was stage one where a set of loadings was calculated that yielded theoretical variances and covariances. Table 3 reflects the principal components extraction method that utilizes the entire variation in the set of variables being analyzed. The eigenvalues indicates the amount of variance explained by each component. The total variance was used to determine the emerging components. These components are the five whose eigenvalue is greater than 1 as indicated in Table 3 (highlighted in bold) under the column total (eigenvalues). They have values of 15.083, 3.140, 1.701, 1.271 and 1.084. Table 4 shows variables (Y) that can be explained by the five components identified. According to Raul and Ahmed (2005:273) the factor loading worth considering from the rotated factor matrix should be greater than 0.45. Therefore the variables with loadings of 0.45 or greater in the table will be the points to be considered for inclusion of a variable in interpretation of a factor. Five factors were extracted with a cut off of 0.45 for inclusion of a variable in the interpretation of those factors. All the factors were included in the interpretation. Loading of variables on factors, communalities and percentages of variance are shown in Table 4 under Factors F1 to F5 respectively. The NWDC engages with you online / internet by sending you emails to keep you updated
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Summary of Findings
SMMEs indicated uncertainty about being aware of the support services offered by NWDC. The study can conclude that the marketing of the NWDC is not reaching the targeted audience at an acceptable level. Furthermore, 35.61% of the SMMEs disagreed that they were aware of NWDCs marketing support services whilst 3.25% of the SMMEs agreed. The study can conclude that a significant number of the SMMEs do not have the required awareness of the NWDC's support services.
In this research 85.37% of the SMMEs indicated that they had never attended workshops held by NWDC while 1.22% agreed they attended workshops twice a month. The study can conclude that the vast majority of the SMMEs have never attended workshops held by NWDC.
Finally, there was a 43.9% -39.02% split between SMMEs that indicated that NWDC communicated through site visits once a month and SMMEs that indicated site visits never took place. The study can conclude that the number of SMMEs that have never had site visits from NWDC is significant but only slightly less than the number of SMMEs that have had site visits.
RECOMMENDATIONS Recommendation With Regard To Objective 1
The uncertainty of SMMEs with regards to NWDC's support services and communication levels is an indication that NWDCs marketing communication message is not effectively communicated to the SMMEs. Therefore, the NWDC must draw up and implement a schedule of specific dates when it will carry out training programmes that it already has in place such as: The marketing communication should adopt an action oriented approach towards communicating and working with the SMMEs. According to Beukes et al. (2013) these factors play a very important role in satisfying customer needs and to deliver a service that is of a high quality. For example, the NWDC should communicate relevant information about upcoming training events to the SMMEs for them to plan their time accordingly.
Recommendation With Regard To Objective 2
The NWDC should encourage its SMMEs to make use of the World Wide Web as this is a technological era. 84.15% of the SMMEs indicated that they did not make use of the World Wide Web. According to Pelser (2001) technology plays a pivotal role in interactions among the individual, society and nature. technological advances have major effects on each of these entities and are, in turn, influenced by them. Management of technology involves developing an understanding of these relationships and dealing with them in a rational and effective manner, and the same applies to marketing communication.
Recommendation With Regard To Objective 3
The level of awareness amongst SMMEs with regards to NWDC's support services and communication levels was indicated by "unsure" showing that SMMEs are not confident that they are aware of the support services that are being offered to SMMEs. Recent research has shown that setting policies regarding technologies, which have an impact on operations, is the same as developing effective strategies (Pelser, 2014a (Pelser, , 2014b (Pelser, , 2014c It is hoped that the responses from the SMMEs will be used by the NWDC to formulate a strategic marketing policy with the appropriate procedures, which will contribute towards making the process of working with SMMEs positive with regards to entrepreneurship, empowerment and development for the North West Province in South Africa. Theuns Pelser is the Director and Strategy Professor of the Graduate School of Business and Government Leadership, North-West University, Mafikeng Campus. Prior to this appointment he was Strategy Manager at Sasol, a petro-chemical multinational company. He holds a PhD in Strategic Management from the Potchefstroom University. His research focuses on technology strategies, innovation strategies and technology management processes and their relationship to company performance. E-mail: theuns.pelser@nwu.ac.za (corresponding author).
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